The article focuses on metaphorical modelling as a means of corporate image development. The research data includes an electronic corpus of 185 press releases issued by five international cosmetic companies. A methodology of analysing metaphorical models based on the consideration of the model's frame-slot structure was applied. The study resulted in the singling out of two major metaphorical clusters within the corporate discourse of image-making -BUSINESS IS A HUMAN BEING and BUSINESS IS ART. Although these models do not embrace the whole range of sources of metaphorical expansion, they nevertheless essentially contribute to creating a relatively holistic image of a cosmetic company as a perfect organism that produces masterpieces to meet the needs and expectations of the target audience.
Introduction
One of the most effective means of image formation is conceptual metaphor, the study of which in various discourse types has recently become a promising area of cognitive linguistics. Metaphorical modelling as a mechanism of perception, categorization and structuring of a certain fragment of reality holds an important place in the development of corporate images. Communication in corporate imagemaking as a field of professional activity related to the construction of the positive image of a company is realized through the corporate discourse of image-making. Corporate image-making has undoubtedly become one of the most versatile and rapidly developing discursive activities of business corporations due to the increasing importance of communication. In order to enhance competitiveness, to seize and retain a position in the market, to achieve a good reputation and to increase profits, corporations need to create a positive corporate image and to establish optimal communicative processes.
Within the cognitive and discursive paradigms of today's linguistics, the methodology of metaphorical modelling is noticeably growing in importance. It is particularly significant for corporate image-making since the process of a company's image construction is cognitive in its nature, reflecting the mental processes of information perception, selection, systematization and structuring. Image as a peculiar mental formation, a conception of an object, emerges in the human mind, and, consequently, it is reasonable to use the theoretical framework and methods of cognitive linguistics to analyse the dual, cognitive and verbal, nature of this phenomenon.
Conceptual metaphors in business discourse have already attracted the attention of linguists (see, for example, Grygiel, 2016; Kovacs, 2007; López Maestre, 2000) . However, metaphorical modelling as a cognitive technique of a company's image creation has not so far become an object of comprehensive study. The present paper, therefore, aims to analyse the two major metaphorical models in the international cosmetic companies' corporate discourse of image-making and to reveal their prominent features.
Theoretical framework
The theory of metaphorical modelling was developed on the basis of the theories of conceptual metaphor (Lakoff and Johnson, 1980) and of regular polysemy elaborated by Russian linguists as part of the structural and semantic description of language (Chudinov, 1990; Sternin,1985) .
At the present stage of linguistics development, there has been observed a shift from the traditional view of metaphor as a trope, serving as a means of enhancing language expressivity, to treating this phenomenon as a mental operation and a way of perceiving the world. The cognitive foundations of metaphorization have been described in a number of linguistic studies (Gibbs, 1994; Kittay, 1987; Kövecses, 2010; Lakoff and Johnson, 1980; McCormack, 1985; Fauconnier and Turner, 2003) .
In cognitive linguistics, the theory of conceptual metaphor formulated by the US scholars Lakoff and Johnson in their work Metaphors We Live By has become noticeably widespread. Within this theory, conceptual metaphor is defined as the process of understanding one idea in terms of another (Lakoff and Johnson, 1980) . The mechanism of metaphorical conceptualization consists in linking the knowledge structures of two different conceptual domains -the source domain, which is more specific and known, and the target domain, which is more obscure and abstract (Lakoff and Johnson, 1980) . The systematic set of correspondences that exist between constituent elements of these domains is called mapping or projection. Thus, the procedure of metaphorical conceptualization consists of the mapping of the source domain onto the target domain.
The theory of conceptual metaphor branched off into the neural theory of metaphor. Its fundamental tenet is the vision of conceptual metaphor as a mapping between frames rather than domains. The technique of mapping has a neurophysiological nature and is based on interrelated activation of neural zones (Lakoff, 2008) . The frame is understood as a network of slots united by meaningful connections that constitute permanent structures of knowledge representation (Evans and Green, 2008) .
According to the theory of conceptual metaphor, human knowledge about the world is structured in the form of mental models (Johnson-Laird, 1983) . A mental model is a structure of knowledge representation which corresponds to the structure of a certain situation and combines the information of all sensory systems and the general knowledge about everything that exists in the world. Mental models are based on the perception of reality depending on reality itself, human knowledge and experience.
One of the basic mental models involved in the creation of a new way of presenting and interpreting an object is the metaphorical model. The existence of metaphorical models in the human psyche provides the foundation for the use of metaphors in language. A conceptual metaphor manifests itself in text or discourse (Kövecses, 2010) in the form of an integral system of metaphorical models. This approach was developed into the theory of conceptual blending (Fauconnier and Turner, 2003) , which reveals the mechanism of forming new meanings within a new metaphorical structure in the text (Lakoff, 2008) . Such models have enormous potential in language implementation ranging from traditional lexical and semantic variation to text or discourse formation (Mishankina, 2009) . Hence, it is important to use a discursive approach to the description of metaphorical models, which accounts for the communicative circumstances of their origin and functioning.
The term "metaphorical model" is applied to a group of conceptual metaphors united by one source domain. Following Chudinov (2003, p.131) , we treat the metaphorical model as "a pattern of connection between the conceptual domains which exists or forms in the native speaker's mind and can be represented by a formula: X is Y". According to this formula, the system of frames of one mental sphere serves as a basis for modelling another mental sphere.
Corpus and methods
The corpus of the data used for this study consists of 185 press releases issued by five international cosmetic companies, namely Avon Products, Inc., Elizabeth Arden, Inc., Estee Lauder Companies, Inc., Mary Kay, Inc. and Revlon, Inc. between 2010 and 2017 and accessed on the company's websites. These companies are among the world's leading manufacturers and marketers of skin care, makeup, fragrance and hair care products.
The reason for selecting electronic press releases as research material is due to their recognized role in displaying relevant information about a company aimed at accumulating publicity capital and developing a positive corporate image. The online press release, as one of the main genres of the corporate discourse of image-making, is widely represented on the websites of cosmetic companies, occupying the majority of the allocated discourse space. This fact obviously accounts for its significant role in shaping public opinion regarding the company and its activities.
The collected data were analysed both in qualitative and quantitative terms within the theoretical framework of cognitive linguistics. The research started with the identification of metaphorical expressions in the texts. The total number of selected metaphorical expressions was more than 2,500. They were classified in accordance with their representative source domains into metaphorical models. The study resulted in the singling out of two major metaphorical clusters of the corporate discourse of image-making, which comprise 1,640 metaphorical expressions. The revealed metaphorical expressions were also statistically measured in terms of their frequency across conceptual domains.
The analysis of metaphorical models was conducted on the basis of a methodology designed by Chudinov (2001) , which consists of the description of their frame-slot structure. The procedure included the following stages:
 description of the source domain of metaphorical expansion to which non-metaphorical meanings of metaphorical expressions belong;  description of the target domain of metaphorical borrowing to which metaphorical meanings of the expressions belong;  analysis of the cognitive frames which refer to a certain metaphorical model. We assume that conceptual domains are structured as the frames which reflect acquired information about a stereotypical situation and the text which describes it. The system of frames often appears to be a peculiar cognitive dynamic scenario which mirrors the sequences of situations typical of the source domain;  analysis of the slots typical of a certain cognitive frame. They are the elements of the situation which include a certain part of the frame, that is, a certain aspect of its concretization. Concepts as units of mental lexicon most frequently activated by words associated with them are used for the analysis of slot components;  identification of the component which connects the primary and secondary meanings of metaphorical expressions embraced by a certain metaphorical model;  description of the discursive characteristics of a metaphorical model, including the conceptual vectors, prominent emotive features and pragmatic potential of a model, its connection with the communicative situation and the intentions of its participants;  assessment of the productivity of a metaphorical model and the frequency of its use with due regard for genre, stylistic, pragmatic and other features of the text.
With the help of the outlined analytical procedure we are closer to detecting the prominent features of metaphorical modelling of a cosmetic company's corporate image.
Results and discussion 4.1 Metaphorical modelling of a cosmetic company's image
A distinctive cognitive feature of the corporate discourse of image-making is its metaphorical nature. To elucidate the complex concepts belonging to the conceptual sphere of this discourse, phenomena that are acceptable to the target audience and simple to interpret are required. The press releases of international cosmetic companies are rich in conceptual metaphors which appear to be a powerful means of influencing public consciousness.
Conceptual metaphor in the corporate discourse of image-making can be defined as a tool to shape the positive attitude of the target audience towards the company and the results of its activities and thus to create an attractive image of the organization. Business realities are fixed in the minds of the audience as concepts based on categories from other fields.
The specific character of metaphorical modelling in the sphere of corporate image development lies in the fact that the basis for metaphor identification and classification is the target domain of business that draws concepts from different thematic fields, which prove to be sources of metaphorical expansion in the corporate discourse of image-making.
The analysis results in the singling out of two dominant metaphorical clusters within the discourse -BUSINESS IS A HUMAN BEING and BUSINESS IS ART which do not embrace the whole range of sources of metaphorical expansion but, nevertheless, create a relatively holistic impression of the corporate image. The study has shown that BUSINESS IS A HUMAN BEING is the most frequently used metaphorical model which constitutes 952 metaphorical expressions (58%) while BUSINESS IS ART occupies second place in the press releases of international cosmetic companies and amounts to 688 metaphorical expressions (42%).
Metaphorical model BUSINESS IS A HUMAN BEING
One of the two basic metaphorical models in the corporate discourse of image-making is BUSINESS IS A HUMAN BEING. It seems to be a leading mechanism in coding information about the organization's activities. Cosmetic companies are conceptualized by means of metaphorical expressions denoting the mental faculties of a human being, the human body with its physiological processes, and social and family life. Anthropomorphic metaphors are created based on various similarities between business realities and parts of the human body, family relationships, and the biological and social characteristics of a person. Table 1 shows the relatively complex frame-slot structure of this metaphorical model. This discourse fragment shows that the Avon company positions itself as a socially responsible organization which cares about the society in which it works.
Frame 5. FAMILY RELATIONSHIPS The relations between business participants are conceptually represented as based on family ethics, as those between the closest people in the family. The frame includes the slots described below.
Slot 5.1. MARRIAGE. A tight union of current achievements in science and art for the sake of high-quality personal care products development is conceptualized as marriage, e.g.:
(15) The company needed to marry high tech with high touch. And it did (Avon Products, Inc.). Overall, the analysis has shown that the metaphorical model BUSINESS IS A HUMAN BEING is well structured. It illustrates the versatility of human life -from primary physiological processes to complicated social relations. This metaphorical model reveals the communicative intention of the authors of press releases to characterize the sphere of the cosmetic industry on the scale of values comprehensible to the majority of the target consumers. The analysed model can be treated as representing the conceptual vector of completeness and perfection.
Metaphorical model BUSINESS IS ART
The second dominant metaphorical model is BUSINESS IS ART which has a considerable emotional potential realized in the metaphorical modelling of corporate image. There are numerous features which connect business and art. This especially concerns the cosmetic industry where every manufactured product is identified based on an implicit or explicit comparison with a work of art. Not surprisingly, in the press releases of international cosmetic companies business activities and products are conceptualized as phenomena and objects from the spheres of music, literature, and visual and performing arts. Table 2 shows the diversified frame-slot structure of the considered metaphorical model. The press releases of international cosmetic companies demonstrate the transfer of notions from the domain of theatrical art and cinematography onto the cognitive plane of business activities. This frame includes the following slots. Slot 1.1. GENRES OF THEATRICAL AND CINEMATOGRAPHIC ART. The analysis has shown that the authors of press releases of international cosmetic companies frequently use the lexeme drama and its derivatives, for instance: The concept of drama in this fragment adds a powerful touch to the description of the Avon product and, thus, facilitates the construction of its positive corporate image. Slot 1.2. DRAMATIC PERFORMANCE STAGING. The analysed texts often depict the cosmetic industry as a dramatic performance with all the roles distributed between the employees according to a certain scenario. The release of products is manifested as a debut or a premiere, for example: (21 As clearly seen from the above, the Avon cosmetic company is viewed as an artist that uses a rich palette of beauty products to make its customers look exquisite. The metaphorical model BUSINESS IS ART allows customers to perceive the realities in the cosmetic market as art projects (dramatic performances, musical and literary compositions, or fine art works). This model generates images which realize the conceptual vectors of creativity.
Conclusion
This study suggests that metaphorical modelling is one of the most efficient means of corporate image construction and the main vehicle for the realization of image-makers' intentions. The frequent use of conceptual metaphors in the corporate discourse of image-making in the sphere of the international cosmetic industry testifies to the effectiveness of their use for corporate image development.
The research has shown that the most frequently used metaphorical models in the cosmetic industry's corporate discourse of image-making are BUSINESS IS A HUMAN ORGANISM and BUSINESS IS ART, which represent the conceptual vectors of completeness, perfection and creativity. The analysis of the frame-slot structure of these metaphorical clusters has revealed that they characterize business activities and products of international cosmetic companies from different perspectives. The choice of metaphorical models obviously influences the vision of this or that phenomenon in the commercial sector, reflecting different dimensions in the multidimensional space of business activities.
In the texts of corporate press releases, these metaphorical models contribute to the development of a powerful and vivid image of the cosmetic company, which is portrayed as a perfect organism of a multifaceted nature, able to create masterpieces to meet the needs and expectations of the audience. The interaction of the models intensifies and harmonizes the influence on the consciousness and subconsciousness of target consumers. This influence is internationally exerted to form a holistic impression of a cosmetic company as a reliable partner, a manufacturer of high quality products, a desirable employer and a benefactor.
It is anticipated that this research will serve as a methodological basis for future studies on metaphorical models that are less frequently used in the cosmetic industry's discourse of imagemaking as well as on appropriate models in other corporate discourses. However, it should be noted that the existence and use of metaphorical models can be constrained by language conventions and the genre of the texts. Further research, therefore, is needed to verify this assumption and to provide more relevant data and knowledge on metaphorical models in various corporate genres and in different languages.
